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ABSTRACT 
 
Consumer-to-consumer ecommerce is used by individuals who come together to buy and sell 
products. With the widespread use of this commerce environment comes the need to explore 
potential influences on its acceptance or one’s intention to use it. Using the technology 
acceptance model, the theory of planned behavior, and ecommerce success theory, a research 
model is proposed. After collecting 94 survey responses, the model is examined using regression 
analysis. The findings indicate that perceived usefulness, perceived ease of use, attitude, and 
satisfaction influence one’s acceptance of or intention to use consumer-to-consumer ecommerce. 
A discussion of the study findings is provided. 
 
Keywords: C2C ecommerce, TAM, TPB, success 
 
 
INTRODUCTION 
 
Much of today’s society utilizes electronic commerce (ecommerce) in some form. With U.S. 
ecommerce sales in 2012 estimated at $395 billion and global ecommerce sales at $1.2 trillion, 
there is definite growth in this arena (Davis, 2013). The most used form of ecommerce is 
between businesses and consumers. However, another form is rising in use. Consumer-to-
consumer (C2C) ecommerce permits individuals to come together to buy and sell goods/services 
through the use of information technology. C2C ecommerce is becoming more commonplace. 
For example, China estimates that its C2C ecommerce transactions plus retail sales in 2012 
amounted to $179 billion (Davis, 2013). C2C ecommerce is changing the face of retailing, 
travelling, and so forth, and reaching more consumers each year. C2C ecommerce is most often 
conducted in an electronic auction environment; however, it does not always occur this way. 
C2C ecommerce can occur in a third-party consumer listing, chat room, discussion forum, or 
email group. Giving consumers the power to conduct business with their peers is intriguing, and 
therefore, it has opened numerous avenues for consumers to participate in C2C ecommerce. The 
individual differences in the venues can be compared and studied in determining their drivers; 
however, first, it is important to understand what influences an individual to accept or intend to 
use C2C ecommerce at all, regardless of the venue. 
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There are many theories that can be used to aid in the understanding of C2C ecommerce. 
Specifically, in this study we are utilizing the technology acceptance model (TAM), the theory of 
planned behavior (TPB), and ecommerce success. Previous research has examined portions of 
these theories in varying types of ecommerce: business-to-consumer (B2C), business-to-business 
(B2B), and C2C. However, no one study has incorporated all three theories to explain 
ecommerce acceptance/intention. In particular, these three theories have not been used jointly to 
explain C2C ecommerce acceptance/intention. Given that C2C must be examined as a separate 
ecommerce option (Jones & Leonard, 2007), as opposed to B2C or B2B for example, this study 
aims to determine how these well-established theories hold in the C2C ecommerce realm. 
 
The purpose of this study is to examine the TAM, the TPB, and ecommerce success theory as to 
influences on C2C ecommerce acceptance/intention. This study begins by exploring the three 
theories’ constructs and the appropriateness of each of the construct’s inclusion as an influence 
on C2C ecommerce acceptance/intention. C2C ecommerce is different from the other types of 
ecommerce in that a business may not be involved at all in the transaction, especially in informal 
C2C ecommerce venues. Due to the nature of this type of ecommerce, some of the constructs in 
the theories do not logically fit. Reasoning will be provided as to why a particular construct 
should or should not be included here. Once the appropriate constructs are identified, a model 
and hypotheses are presented. Finally, data analysis and results are provided along with a 
discussion and conclusion. 
 
 
BACKGROUND 
 
Acceptance and behavioral intention have long been studied in the information system literature. 
However, until the last decade, the theories were divergent. Venkatesh, Morris, Davis and Davis 
(2003) proposed a unified theory of acceptance and use of information technology (UTAUT) in a 
model. Their model was based on the divergent literature regarding intention and use and sought 
to compare previous models in order to get closer to a unified look at the acceptance of 
information technology. Within their model, they proposed four constructs to influence 
behavioral intention/use: performance expectancy, effort expectancy, social influence, and 
facilitating conditions. Those constructs take their roots from various theories. In particular, 
performance expectancy and effort expectancy primarily originate from the technology 
acceptance model (TAM), and social influence and facilitating conditions are based on the theory 
of planned behavior (TPB). Therefore, their model is a sound starting point for the development 
of models addressing acceptance or intention to use information technology. Since our study is 
examining a specific application, C2C ecommerce, we use Venkatesh et al. (2003) as a starting 
point for construct development in our model. In particular, we begin by examining the TAM 
and the TPB.  
 
The TAM is designed to predict information technology acceptance and use. It defines intention 
to use information technology based on perceived usefulness and perceived ease of use (Davis, 
1989; Davis, 1993; Davis, Bagozzi, & Warshaw, 1992). Perceived usefulness is the degree to 
which an individual believes the use of some information technology will help him perform a 
task or complete his job better (Davis, 1989). Perceived ease of use is the degree to which an 
individual believes the information technology is easy to use in order to gain performance 
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benefits of usage (Davis, 1989). Perceived usefulness and perceived ease of use have been 
studied extensively in the information system literature, as well as the ecommerce literature. 
Previous study findings will be discussed in the next section. 
 
The TPB is drawn from the theory of reasoned action (TRA). The TRA has been used to forecast 
a variety of behaviors and proposes that behavioral intention is predicted by an individual’s 
attitude toward the behavior and subjective norms, where attitude is an individual’s evaluation of 
a situation and subjective norms is an individual’s commitment to perform an act. The TPB 
extends the TRA with the addition of perceived behavioral control (Ajzen, 1985, 1989, 1991). 
Perceived behavioral control is an individual’s ease or difficulty in performing an action. The 
TPB has been found to more accurately predict behavioral intentions than the TRA (Ajzen & 
Madden, 1986) and is therefore, used in this study. Each of the dimensions of the TPB is 
discussed in the following section. 
 
In addition to the TAM and the TPB, many models of information system success have been 
developed over the years. Since this study is in regards to C2C ecommerce, it is appropriate to 
consider how success might be measured in that environment. While Venkatesh et al. (2003) do 
not specifically address success, many of the dimensions of the UTAUT could be considered as 
success measures. The first substantial study regarding information system success was 
published by DeLone and McLean (1992). That model proposed that information system success 
consisted of six dimensions: system quality, information quality, use, user satisfaction, individual 
impact, and organizational impact. System quality was defined as a measure of the information 
processing of the system, information quality as a measure of the output of the information 
system, use as a measure of an individual’s consumption of the information system output, user 
satisfaction as a measure of an individual’s response to the use of the information system output, 
individual impact as a measure of the effect of the information system on an individual’s 
behavior, and organizational impact as a measure of the effect of the information system on the 
organization’s performance (DeLone & McLean, 1992). That initial model of information 
system success was later revised to include service quality, a measure of the service the 
individual receives (DeLone & McLean, 2003), and net benefits, a measure of the impact on the 
individual, organization and society (DeLone & McLean, 2003; Seddon, 1997). Net benefits was 
considered to extend beyond just the individual or organization and was used, therefore, in the 
place of individual impact and organizational impact in the model. Finally, the model was 
revised to fit ecommerce (DeLone & McLean, 2004). The model for ecommerce incorporated 
information quality, system quality, service quality, use, and satisfaction as potential influences 
on the net benefits to the individual or organization (DeLone & McLean, 2004). While all of 
these dimensions are appropriate when considering a generalized study of ecommerce, the 
evaluation of C2C ecommerce requires that we evaluate the appropriateness of each prior to 
inclusion in the current study. Each of the dimensions of success will be discussed in the next 
section, with the exception of net benefits and system quality. Net benefits was not measured as a 
universal dimension in this study but as an individual dimension. While the individual dimension 
is still part of net benefits (DeLone & McLean, 1992; Seddon, 1997), we chose not to use the 
term net benefits in this study since we are not considering any organizational/business aspects. 
Additionally, system quality was not addressed. Given that C2C ecommerce is using the Internet 
to conduct the information processing, system quality is not a relevant dimension for this study. 
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Each of the models, TAM, TPB and success, can be used to help explain the overall intention to 
use C2C ecommerce. Previous studies have incorporated portions of the two: for example, TAM 
and success (Wixom & Todd, 2005), TAM and TPB (Lee & Chen, 2010; Yaghoubi & Bahmani, 
2010), and so forth. However, no model addresses all three for ecommerce, or more specifically, 
for C2C ecommerce. Therefore, this study proposes a model incorporating dimensions of all 
three theories. Each dimension is discussed below regarding meaning and previous findings, and 
a research model is proposed along with hypotheses. 
 
 
MODEL DEVELOPMENT AND HYPOTHESES 
 
Based on the TAM, the TPB, and ecommerce success theory, a research model is developed. The 
model proposes influences on one’s intention, or acceptance of, C2C ecommerce. 
Intention/acceptance is an individual’s aim to complete or not complete an act (i.e., use) 
(Fishbein & Ajzen, 1975), and has been suggested to be an accurate predictor of one’s actual 
behavior (Ajzen, 1991). The model proposes perceived usefulness and perceived ease of use 
(factors of TAM), attitude, perceived behavioral control, and subjective norm (factors of TPB), 
and information quality, service quality, and satisfaction (factors of ecommerce success) as 
influences on an individual’s acceptance or intention to use C2C ecommerce. Figure 1 illustrates 
the model. A discussion of each variable is provided below. 
 
 
 
Figure 1: Research Model. 
 
Perceived Usefulness 
 
Perceived usefulness (PU) is part of the TAM and is the expectation that the information system, 
in this case, C2C ecommerce, will improve performance (Davis, Bagozzi, & Warshaw, 1989; 
Davis et al., 1992). PU has been studied extensively with findings in many areas that influence 
TAM 
Perceived Usefulness (H1)Perceived 
Ease of Use (H2) 
TPB 
Attitude (H3) 
Perceived Behavioral Control (H4) 
Subjective Norm (H5) 
Ecommerce Success 
Information Quality (H6) 
Service Quality (H7) 
Satisfaction (H8) 
Acceptance/Intention to 
Use C2C Ecommerce 
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this study. PU was originally studied in the workplace and found to affect intention to use 
computers (Davis et al., 1992), attitude toward information system use (Davis, 1993), and user 
acceptance of information technology (Davis, 1989). Following those initial studies, PU was 
studied in regards to online and ecommerce use. PU was found to impact the number of times a 
consumer purchases online (McCloskey, 2003-04) and his/her attitude toward shopping online 
(Lee & Chen, 2010; Vijayasarathy, 2004); to affect one’s intention to use the web (Agarwal & 
Karahanna, 2000), an e-vendor (Gefen, Karahanna, & Straub, 2003), e-banking (Jahangir & 
Begum, 2007; Yaghoubi & Bahmani, 2010), and a social networking (Sledgianowski & 
Kulviwat, 2009) or social shopping (Shen, 2012) site; and to impact C2C ecommerce satisfaction 
(Jones & Leonard, 2007). PU has also been established as a critical part of information system 
success (Rai, Lang, & Welker, 2002). Given these findings, the following hypothesis is 
proposed: 
 
H1—Perceived usefulness will positively influence the acceptance/intention to use C2C 
ecommerce. 
 
Perceived Ease of Use 
 
Perceived ease of use (PEOU) is a part of the TAM and is the degree to which one expects the 
information system, in this case C2C ecommerce, to be free of effort (Davis et al., 1989, 1992). 
PEOU and PU are traditionally studied together and have similar results in studies. As with PU, 
PEOU was initially studied in the workplace and found to affect attitude toward information 
system use (Davis, 1993) and user acceptance of information technology (Davis, 1989). PEOU 
was then studied in regards to online and ecommerce use. PEOU was found to impact whether an 
individual would buy a product online (McCloskey, 2003-04), a consumer’s attitude towards 
online purchasing (Lee & Chen, 2010; van der Heijden, Verhagen, & Creemers, 2003; 
Vijayasarathy, 2004); to affect one’s intention to use the web (Agarwal & Karahanna, 2000), an 
e-vendor (Gefen et al., 2003), e-banking (Jahangir & Begum, 2007), and a social networking site 
(Sledgianowski & Kulviwat, 2009); and to impact C2C ecommerce satisfaction (Jones & 
Leonard, 2007). PEOU has also been established as a critical part of information system success 
(Rai et al., 2002). In C2C ecommerce, PEOU has also been found to be related to website 
performance for auction buyers (Rauniar, Rawski, Crumbly, & Simms, 2009). Given these 
findings, the following hypothesis is proposed: 
 
H2—Perceived ease of use will positively influence the acceptance/intention to use C2C 
ecommerce. 
 
Attitude 
 
Attitude (ATT) is a dimension of the TPB and is defined as the degree to which an individual 
favorably or unfavorably evaluates a situation (Fishbein & Ajzen, 1975). It is one’s view about 
behavioral values. Attitude has also been studied extensively in an online environment. It has 
been found to influence one’s intention to purchase online (Lee & Chen, 2010; Shim, Eastlick, 
Lotz, & Warrington, 2001), one’s behavioral intention in a virtual environment (Lin, 2006), and 
one’s intention to use online banking (Yaghoubi & Bahmani, 2010). Additionally, a buyer’s 
attitude was examined in a C2C ecommerce environment and was found to be influenced by the 
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perceived risk and trust of the seller (Leonard, 2012). Attitude has also been proposed to be 
included as a part of TAM, along with satisfaction (Wixom & Todd, 2005). Given these findings, 
the following hypothesis is proposed: 
 
H3—Attitude will positively influence the acceptance/intention to use C2C ecommerce. 
 
Perceived Behavioral Control 
 
Perceived behavioral control (PBC) is the perceived ease or difficulty of achieving the action 
(Ajzen, 1991). PBC is a dimension of the TPB and has been studied in online ecommerce 
studies; however, C2C ecommerce studies have not examined PBC as an influence on intention. 
Previous work indicates that PBC influences behavioral intention in a virtual environment (Lin, 
2006), influences intention to purchase in an online environment (Lee & Chen 2010), and 
positively affects one’s intention to use online banking (Yaghoubi & Bahmani, 2010). These 
initial findings in the ecommerce arena need to be further substantiated in the C2C ecommerce 
arena. Therefore, the following hypothesis is proposed: 
 
H4—Perceived behavioral control will positively influence the acceptance/intention to use C2C 
ecommerce. 
 
Subjective Norm 
 
Subjective norm (SN), or personal normative beliefs, is a dimension of the TPB and is defined as 
the moral commitment to perform an action (Schwartz & Tessler, 1972). It is the perceived 
social pressure to take action or not and is proposed to influence one’s intention (Fishbein & 
Ajzen, 1975). SN has been found to influence behavioral intention in many information 
technology studies regarding ethics (Banerjee, Cronan, & Jones, 1998; Leonard & Cronan, 2001; 
Leonard, Cronan, & Kreie, 2004). Additionally, SN has been studied in an online setting and was 
found to influence an individual’s intention to use online banking (Yaghoubi & Bahmani, 2010). 
However, SN has not been studied in C2C ecommerce as to its influence on acceptance or 
intention. Given these findings, the following hypothesis is proposed: 
 
H5—Subjective norm will positively influence the acceptance/intention to use C2C ecommerce. 
 
Information Quality 
 
Information quality (IQ), or content quality, is a measure of information system success (DeLone 
& McLean, 1992; DeLone & McLean, 2003) and ecommerce success (DeLone & McLean, 
2004). It is measured by the quality of the information the information system produces, in this 
case C2C ecommerce (DeLone & McLean, 1992). IQ has been found to be critical to website 
success (Liu & Arnett, 2000) and information success (Rai et al., 2002). IQ has also been studied 
in C2C ecommerce and was found to have a significant impact on trust (Jones & Leonard, 2008). 
Therefore, the following hypothesis is given: 
 
H6—Information quality will positively influence the acceptance/intention to use C2C 
ecommerce. 
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Service Quality 
 
Service quality (SQ), or support quality, is a measure of ecommerce success (DeLone & 
McLean, 2004). It relates to the value and correctness of service the consumer receives 
(Ziethaml, Berry, & Parasuraman, 1996). SQ has been found to be critical to website success 
(Liu & Arnett, 2000) and to impact C2C ecommerce satisfaction (Jones & Leonard, 2007). 
Given these findings, the following hypothesis is given: 
 
H7—Service quality will positively influence the acceptance/intention to use C2C ecommerce. 
 
Satisfaction 
 
Satisfaction (SAT) is a measure of information system success (DeLone & McLean, 1992, 2003) 
and ecommerce success (DeLone & McLean, 2004; Molla & Licker, 2001). It is one’s feelings 
toward aspects affecting the situation (Bailey & Pearson, 1983; DeLone & McLean, 1992), and 
is “an important means of measuring customers’ opinions of an ecommerce system and should 
cover the entire customer experience cycle from information retrieval through purchase, 
payment, receipt, and service” (DeLone & McLean, 2004, p. 34). Satisfaction has been found to 
have a positive and significant effect on consumer commitment and trust of a website (Casalo, 
Flavian, & Guinaliu, 2007) and of a site owner (DeWulf, Schillewaert, Muylle, & Rangarajan, 
2006). Satisfaction has also been found to affect system usage (Igbaria & Tan, 1997) and to 
positively affect commitment to a website (Li, Browne, & Wetherbe, 2006). Additionally, 
satisfaction has been found to be a strong predictor of a consumer’s intention to continue using a 
vendor (Chen & Chou, 2012) and of a consumer’s online repurchase intentions (Chen, 2012). 
Given these findings, the following hypothesis is proposed: 
 
H8—Satisfaction will positively influence the acceptance/intention to use C2C ecommerce. 
 
 
METHOD AND SAMPLE 
 
Undergraduate students located in a Southwestern university in the United States were used for 
this study. The participants were solicited based on their enrollment in introductory to 
management information system courses. This collection of participants is appropriate for this 
study as they represent the largest group of online users (Drennan, Sullivan, & Previte, 2006). 
Respondents were given modified versions of instruments created for the constructs (refer to 
Table 1 for the sources of each construct and Tables 2-9 for the actual instrument questions for 
each construct; acceptance/intention was measured using a single item: “If I wanted to buy/sell a 
product, I would use C2C e-commerce”). The questionnaire was administered to the participants 
in a classroom setting. Participants were asked to indicate on a seven-point Likert scale their 
agreement with the questionnaire statements regarding their perceptions of C2C ecommerce. 
C2C ecommerce was defined at the top of the survey instrument to ensure that all participants 
understood the concept. Additionally, the respondents were asked to complete a section on 
demographics and a section regarding their previous experiences in buying and selling through 
C2C ecommerce. To ensure content validity, the items were first pilot tested with individuals of 
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varying levels of experience with C2C ecommerce. Based on the pilot test, the instrument was 
refined before actual data collection occurred.  
 
Ninety-four survey responses were collected. A regression tool that uses the alpha level, number 
of predictors, anticipated effect size, and desired statistical power level was used to determine the 
minimum sample size needed (Soper, n.d.). According to this tool, our sample size is sufficient. 
A majority of the respondents (87.23 percent) had participated in C2C ecommerce. Thirty-four 
percent had been the seller in a C2C ecommerce transaction. A majority of the respondents (83 
percent) had purchased an item more than once using C2C ecommerce. Sixty-six percent of the 
respondents had purchased an item using C2C ecommerce within the last six months. Online 
auctions were the method of choice for 62 percent of the respondents; however, many of the 
respondents had conducted C2C ecommerce in multiple venues other than online auctions. In 
fact, 53 percent had used third-party sites to conduct their transaction. Respondents’ ages ranged 
from 18 to 42. The majority (84 percent) fell between the ages of 18 and 22. The genders of the 
respondents were slightly more male than female (57.45 percent males; 41.49 percent females).  
 
Construct Adapted From Measure* 
Attitude Verhagen, Meents, & Tan (2006) 3 items 
Information quality Liu and Arnett (2000) 5 items 
Intention/acceptance Fishbein & Ajzen (1975) 1 item 
Perceived behavioral control Chen, Pan, & Pan (2009); Liao, Lin, & Liu (2010) 3 items 
Perceived ease of use Devaraj, Fan, & Kohli (2002); Jones & Leonard (2007) 4 items 
Perceived usefulness Devaraj et al. (2002); Jones & Leonard (2007) 4 items 
Satisfaction Devaraj et al. (2002); Jones & Leonard (2007) 3 items 
Service quality Liu and Arnett (2000) 5 items 
Subjective norm Ajzen (1991); Fishbein & Ajzen (1975) 2 items 
*Using a seven-point Likert scale. 
 
Table 1: Survey Instrument Sources. 
 
 
DATA ANALYSIS AND RESULTS 
 
Validity and Reliability of Measures 
 
Since all of the variables were collected from the same source, we used Harman’s single-factor 
test to check for any common method variance (Harman, 1967). All variables were entered 
together. The test assumes that if all variables load on one factor accounting for all of the 
variance or one factor accounts for a majority of the variance, there is a high level of common 
method variance present. Using factor analysis, seven factors were found with Eigenvalues 
greater than 1.0. The variance explained ranged from 4 percent to 25 percent of the total. These 
results provide evidence that common method variance is not a concern.  
 
Construct validity and reliability were tested on the multi-item constructs of the model. Using 
principal component analysis (PCA), factors were extracted. The factors with Eigenvalues 
greater than 1.0 were retained. Varimax rotation was also used. High item correlations were 
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indicated using a 0.50 cutoff. In addition, reliability was tested on each of the multi-item 
construct. Each of the constructs well exceeded the recommended Cronbach’s alpha threshold of 
.50 with the lowest at .71 (Nunnally, 1967). 
 
All of the PU construct items loaded on one factor. Cronbach’s alpha was 0.71. The percent 
variation explained was 53.6 percent. Table 2 provides the results of the factor analysis for the 
PU construct. A PU variable was calculated for each subject as the average of the items. 
 
Perceived Usefulness Loadings 
C2C e-commerce gives me greater control over my buying/selling experience. 0.73 
C2C e-commerce improves the quality of my decision making. 0.80 
C2C e-commerce is a more effective way to buy/sell products and services. 0.78 
Overall, I find C2C e-commerce very useful. 0.69 
  
Cronbach’s alpha 0.71 
Eigenvalue 2.15 
Variance Explained 53.6% 
 
Table 2: PU Construction Factor Analysis. 
 
All PEOU items loaded on one factor. Cronbach’s alpha was 0.75. The percent variation 
explained was 57.5 percent. Table 3 provides the results of the factor analysis for the PEOU 
construct. A PEOU variable was calculated for each subject as the average of the items. 
 
Perceived Ease of Use Loadings 
Overall, I believe C2C e-commerce is easier than other forms of commerce. 0.72 
It is easy for me to buy/sell using C2C e-commerce. 0.80 
My interactions during C2C e-commerce are clear and understandable. 0.78 
I believe it is easy to do what I want to do while conducting C2C e-commerce. 0.74 
  
Cronbach’s alpha 0.75 
Eigenvalue 2.30 
Variance Explained 57.5% 
 
Table 3: PEOU Construct Factor Analysis. 
 
All of the ATT construct items loaded on one factor. Cronbach’s alpha was 0.79. The percent 
variation explained was 71.4 percent. Table 4 provides the results of the factor analysis for the 
ATT construct. An ATT variable was calculated for each subject as the average of the items. 
 
Attitude Loadings 
I am confident regarding buying/selling a product using C2C e-commerce. 0.80 
The thought of buying/selling a product using C2C e-commerce is appealing to me. 0.90 
I think it is a good idea to buy/sell a product using C2C e-commerce. 0.83 
  
Cronbach’s alpha 0.79 
Eigenvalue 2.14 
Variance Explained 71.4% 
 
Table 4: ATT Construct Factor Analysis. 
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All of the PBC construct items loaded on one factor. Cronbach’s alpha was 0.81. The percent 
variation explained was 72.8 percent. Table 5 provides the results of the factor analysis for the 
PBC construct. A PBC variable was calculated for each subject as the average of these items. 
 
Perceived Behavioral Control Loadings 
Using C2C e-commerce to buy/sell a product is easy/difficult. 0.88 
Using C2C e-commerce to buy/sell a product is simple/complicated. 0.90 
Using C2C e-commerce to buy/sell a product is under my control/out of my control. 0.78 
  
Cronbach’s alpha 0.81 
Eigenvalue 2.18 
Variance Explained 72.8% 
 
Table 5: PBC Construct Factor Analysis. 
 
Both of the SN construct items loaded on one factor. Cronbach’s alpha was 0.90. The percent 
variation explained was 91.3 percent. Table 6 provides the results of the factor analysis for the 
SN construct. An SN variable was calculated for each subject as the average of these items. 
 
Subjective Norm Loadings 
People who influence my behavior think I should participate in C2C e-commerce. 0.96 
People who are important to me think I should participate in C2C e-commerce. 0.96 
  
Cronbach’s alpha 0.90 
Eigenvalue 1.82 
Variance Explained 91.3% 
 
Table 6: SN Construct Factor Analysis. 
 
All of the IQ construct items loaded on one factor. The Cronbach’s alpha was 0.88. The percent 
variation explained was 67.7 percent. Table 7 provides the results of the factor analysis for the 
IQ construct. An IQ variable was calculated for each subject as the average of these items. 
 
Information Quality: My use of C2C e-commerce depends on: Loadings 
Customized information about the product being presented. 0.67 
The information about the product being relevant to me. 0.83 
The information provided by the seller/buyer being accurate. 0.87 
The product being completely described. 0.90 
My perceived quality of the product. 0.82 
  
Cronbach’s alpha 0.88 
Eigenvalue 3.38 
Variance Explained 67.7% 
 
Table 7: IQ Construct Factor Analysis. 
 
All of the SQ construct items loaded on one factor. Cronbach’s alpha was 0.86. The percent 
variation explained was 64.2 percent. Table 8 provides the results of the factor analysis for the 
SQ construct. An SQ variable was calculated for each subject as the average of these items. 
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Service Quality: My use of C2C e-commerce depends on: Loadings 
Me being able to get feedback from the seller. 0.72 
The seller responding quickly to me. 0.83 
The sellers’ assurance to solve my problems. 0.88 
The sellers’ empathy to my problems. 0.80 
The sellers’ follow-up services. 0.76 
  
Cronbach’s alpha 0.86 
Eigenvalue 3.21 
Variance Explained 64.2% 
 
Table 8: SQ Construct Factor Analysis. 
 
Finally, all of the SAT construct items loaded on one factor. Cronbach’s alpha was 0.77. The 
percent variation explained was 68.8 percent. Table 9 provides the results of the factor analysis 
for the SAT construct. An SAT variable was calculated for each subject as the average of the 
items. 
 
Satisfaction Loadings 
Overall, I am satisfied with my C2C e-commerce experience. 0.79 
The C2C e-commerce environment provided information content that met my needs. 0.87 
It is possible for me to buy/sell the product of my choice easily using C2C e-
commerce. 
0.82 
  
Cronbach’s alpha 0.77 
Eigenvalue 2.06 
Variance Explained 68.8% 
 
Table 9: SAT Construct Factor Analysis. 
 
Model Testing 
 
Regression analysis was performed to test the relationships between the construct variables and 
acceptance/intention to use C2C ecommerce (indicated as BI). Variance inflation factors (VIF) 
were examined for each of the independent variables in the model. All values were small (1.0) 
suggesting there is no problem with multicollinearity in the data. 
 
Table 10 shows the results of the regression results on BI using the eight independent constructs. 
Support was found for H1, H2, H3, and H8. 
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Dependent Variable: BI 
Theory 
Independent 
Variable 
Standardized 
Beta 
Standard 
error t p 
Relevant 
Hypothesis 
TAM 
PU 0.566 0.125 6.48 0.000*** H1 supported 
PEOU 0.492 0.148 5.33 0.000*** H2 supported 
TPB 
ATT 0.504 0.118 5.50 0.000*** H3 supported 
PBCi -0.187 0.120 -1.80 0.076 H4 not supported 
SN 0.221 0.132 1.80 0.077 H5 not supported 
Ecommerce 
Success 
IQ -0.058 0.149 -0.55 0.586 H6 not supported 
SQ 0.098 0.124 0.93 0.357 H7 not supported 
SAT 0.513 0.134 5.64 0.000*** H8 supported 
Overall model fit: p=0.000***; R2=0.46; ***p<0.001 
iItems were reverse-coded in the survey. 
 
Table 10: Hypotheses Results. 
 
 
DISCUSSION AND CONCLUSION 
 
TAM 
 
Perceived usefulness and perceived ease of use were both expected to positively influence the 
acceptance/intention to use C2C ecommerce (H1 & H2). This study found additional support for 
studies previously done in ecommerce. The results here indicate that, as in other forms of 
ecommerce, PU and PEOU have an impact on a person’s decision to use C2C ecommerce. 
 
TPB 
 
Attitude, perceived behavioral control, and subjective norm were all elements of the theory of 
planned behavior. Each element was expected to positively influence the acceptance/intention to 
use C2C ecommerce (H3, H4, and H5). However, support was only found for attitude (H3).  
 
Attitude was found to significantly influence BI. This indicates that a favorable assessment of 
C2C ecommerce by the individual would result in that individual accepting it or intending to use 
it. This is further support for the numerous studies that have found attitude to be an influence in 
ecommerce.  
 
No significant relationship was found between PBC and BI. This could be because C2C 
ecommerce is still a relatively new way to transact. Perhaps there are no expectations from the 
consumer in regards to the ease or difficulty of this type of transaction. In that case, the PBC 
would not factor into the consumers decision process of whether or not to participate. 
 
We did not find a significant relationship between SN and BI. This is inconsistent with studies 
regarding online banking (i.e., a B2C relationship) (Yaghoubi & Bahmani, 2010). This may be 
because C2C ecommerce is typically conducted in an individual manner. Others may not be 
affected by the participation or lack of participation by the consumer. Whereas in online banking, 
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for example, it may be the preference of a vendor to receive payment from the individual using 
online banking rather than regular mail. It may be that an individual’s employer prefers to 
electronically deposit a paycheck rather than print it out. There may even be incentives to 
participate or penalties for not participating. C2C ecommerce does not have the additional parties 
involved to impose pressure on the consumer.  
 
Ecommerce Success 
 
Information quality, service quality, and satisfaction were expected to have a positive influence 
on a person’s acceptance/intention to use C2C ecommerce (H6, H7, and H8). However, support 
was only found for satisfaction. Satisfaction was found to significantly influence BI. This 
indicates that one’s feelings toward C2C ecommerce are an important consideration. While 
feelings are difficult to gauge, C2C ecommerce sites can seek to make the experience inviting in 
order to sway one’s feelings. There was no significant relationship between IQ and BI. Perhaps 
this is reflective of the type of item being sold. If the product is a rare item, the consumer will 
have likely done a considerable amount of research in regards to it. In this case, the consumer is 
not looking to the seller for this information. If there is no expectation or need for this from the 
seller, it may not be important in the consumer’s intention to use C2C ecommerce to purchase it. 
 
There was also no significant relationship between SQ and BI. SQ has been studied in regards to 
C2C ecommerce and was found to have an impact on satisfaction (Jones & Leonard 2007). Since 
C2C ecommerce is still relatively new, it may be that consumers are still focused on the product 
and not the accompanying service. In other words, rather than looking for a repeat seller/buyer, 
the product itself is the driver of the transaction. In this case, the SQ would be a small 
importance in the decision (accept/intention) to use C2C ecommerce and satisfaction would be 
the major influence, as our study supports. 
 
Overall 
 
TAM, TPB, and Ecommerce success theories can be used to evaluate the acceptance or intention 
to use C2C ecommerce. However, TAM has the most substantial findings with both PU and 
PEOU being significant influences on acceptance. TPB and ecommerce success theories only 
have attitude and satisfaction, respectively, as significant influences. These findings imply that 
the theories need to be reevaluated for the C2C ecommerce realm. While ecommerce success 
theory is designed for ecommerce, it is not specifically designed to measure C2C ecommerce, 
and as previously indicated, Jones and Leonard (2007) found that C2C ecommerce is a unique 
field of study and must be treated separately from other ecommerce environments (i.e., B2C, 
B2B, and so forth). The same is true for TPB, as it was not designed for ecommerce, in general, 
or C2C ecommerce.  
 
Given the findings from this study, it is plausible that the existing theories should be combined to 
create one overall model for C2C ecommerce acceptance/intention. PU, PEOU, attitude, and 
satisfaction are all closely held emotions by the consumer. Identifying other emotional aspects 
could be the next step in understanding the C2C ecommerce environment. 
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Additionally, this study provides practical implications for consumers when deciding to sell 
products using C2C ecommerce. Given the significance of PU, PEOU, attitude, and satisfaction, 
sellers can focus on making the transaction simple and easy to complete in order to attract more 
buyers to their products. Also, completing the transaction in an efficient and proper manner 
could impact the buyer’s attitude and perceived satisfaction from the transaction. Ultimately, the 
sellers in C2C ecommerce can use this study’s findings to identify factors that will most likely 
impact their ability to reach other consumers using this transaction method. 
 
 
LIMITATIONS AND FUTURE RESEARCH 
 
This study utilized university students as survey subjects. While the students are a representative 
sample of the C2C ecommerce consumer group, future studies should seek to gather additional 
data from older users of C2C ecommerce. Older consumers (ages 52-87) have been studied 
separately as to influences in an online environment (McCloskey, 2006), but they have not been 
examined in C2C ecommerce. Future studies should seek to examine this population. 
 
This study examined three existing theories (TAM, TPB, and ecommerce success). However, 
this study does not consider all possible theories or constructs and does not incorporate all 
possible constructs from the UTAUT. The research model employed in this study is a starting 
point. The findings from this study should be used to further explore influences on the 
acceptance/intention to use C2C ecommerce, and to identify new models to explain C2C 
ecommerce’s use. Additionally, interactions between variables and potential mediation effects 
should be explored. 
 
This study utilized both buyers and sellers of C2C ecommerce together. It may be that there are 
different influencers to each of the participants. There were more buyers than sellers of C2C 
ecommerce among the participants of this study. A review of sellers alone may find different 
results than what was found here. Future studies should seek to determine if there are indeed 
differences in the drivers of buyers and seller to use C2C ecommerce.  
 
This study provided a look at the constructs that influence a consumer’s acceptance and intention 
to use C2C ecommerce in general. Future studies should look at which drivers affect consumer’s 
acceptance and intention to use the various types of C2C ecommerce venues (i.e., online 
auctions, third-party listings, and so forth). Each venue can have aspects that may attract and/or 
deter consumers from utilizing it. The majority of the participants in this study used online 
auctions. However, online auctions and chat rooms are very different in look and administration. 
It would be interesting to see which aspects affect a consumer’s decision in each venue. 
 
 
CONCLUSION 
 
There is a myriad of opportunities for consumers to transact online. B2C ecommerce and C2C 
ecommerce can be quite different. This can make it difficult to apply theories used to study B2C 
ecommerce directly to C2C ecommerce. Due to this, models need to be developed and tested to 
determine what influences a consumer to accept/intend to use C2C ecommerce. This study found 
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that perceived usefulness, perceived ease of use, attitude, and satisfaction each impacted a 
consumer’s decision. As the use of C2C ecommerce increases, more models need to be 
developed to explain this unique type of ecommerce. 
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